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Index to 1975 
Bank Marketing Articles 


This is your guide to locating articles that appeared 
in the magazine January through December, 1975. 
It is compiled with the guidance and assistance 

of Cynthia Porter, Associate Director and Head 
Librarian, Information Services Department. 


ADVERTISING 


ADVERTISING-IT NEVER WAS NO MAGIC WAND; 
Recollections of an ad man, Paul F. Steen (April, p.10) 


ADVERTISING AGENCIES 


MEDIA; TAKING THE GAME SERIOUSLY, Larry March 
(April, p.26) 


ADVERTISING BUDGETS 


MEDIA; DEVELOPING THE ANNUAL ADVERTISING 
PLAN, Larry March (September, p.34) 


ADVERTISING, COOPERATIVE 


CO-OP ADVERTISING WITH BIG MAC; Thar’s gold in them 
golden arches, George H. Smith (July, p.24) 


ADVERTISING MEDIA 


MEDIA; COMPARABILITY FILE, Larry March (March, p.4) 


MEDIA; TAKING THE GAME SERIOUSLY, Larry March 
(April, p.26) 


ADVERTISING RESEARCH 
MONITOR; RESEARCH ON GOOD BANK ADVERTISING, 
Daniel C. Beggs (April, p.7) 


BANK TV ADS: HOW THE MEDIA REACHES THE DIS- 
INTERESTED, Jacob A. Evans (April, p.14) 


BANK NEWSPAPER ADS: HOW THE MEDIA REACHES 
THE READERS, Uldis Grava and Donald W. Kurtz (April, 
p.14) 


AUTOMATED CLEARING HOUSES 


THE AUTOMATED CLEARING HOUSE FROM A MAR- 
KETING PERSPECTIVE, Richard M. Rosenberg (February, 
p.6) 


A CLOSE LOOK AT DEVELOPING THE AUTOMATED 
CLEARING HOUSE, Wyman L. Spano (February, p.18) 


AUTOMATIC TELLER 
AUTOMATIC BANKING—POSITIONING AN IMAGE FOR 


TODAY’S CUSTOMER, Kent R. Carthey (February, p.8) 
SHOULD A $30 MILLION BANK HAVE A TOTAL 
TELLER? Donald Smith (February, p.14) 
BANK/BRANCH OPENINGS 


CO-OP ADVERTISING WITH BIG MAC; Thar’s gold in them 
golden arches, George H. Smith (July, p.24) 


BANK DESIGN 


PERFORMING A SOCIO-ENVIRONMENTAL 
EVALUATION; Your bank’s internal environment, James T. 
Heisler, Ph.D. (September, p.24) 


BANK IMAGE 
MONITOR; RESEARCH ON GOOD BANK ADVERTISING, 
Daniel C. Beggs (April, p.7) 


FACING UP TO THE IDENTITY CRISIS; Marketing re- 
search in banking, Thomas V. Galdabini (May, p.28) 


PERFORMING A SOCIO-ENVIRONMENTAL 
EVALUATION; Your bank’s internal environment, James T. 
Heisler, Ph.D. (September, p.24) 


BANK SELECTION 
MONITOR; MERCHANDISE PREMIUMS, Daniel C. Beggs 
(May, p.15) 


MONITOR; HOW BANKS DIFFER IN THE CUSTOMER’S 
EYE, Daniel C. Beggs (November, p.31) 


BANK SERVICE PACKAGES 


STAFF REPORT; Results of survey on packaged retail 
services, Richard Fowler (February, p.10) 


CASE HISTORY: MODULAR MONEY MANAGEMENT; 
The CIF and how to use it, J. Curtis Cree (July, p.18) 


PACKAGED SERVICES: ONE WAY TO GO; Buying from a 
supplier, T. Frank Wallace (July, p.32) 


BANKING EDUCATION 


NABW’S EDUCATIONAL PROGRAM; School for bank 
women, Jane Greenwald (May, p.18) 
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BANKING FUTURE 


RETAIL BANKING ENVIRONMENT OF THE FUTURE, 
R. Peter Landon (January, p.22) 


THE FUTURE OF BANKING; Toward the year 2000, James 
W. Gouthro (January, p.30) 


BANKING REGULATION/LEGISLATION 


CAPITOL LETTER; 94TH CONGRESS AND FINANCIAL 
REFORM, Carter H. Golembe and Philip C. Meyer (January, 
p.14) 

CAPITOL LETTER: THE NEW SENATE BANKING COM- 
MITTEE CHAIRMAN, Carter H. Golembe and Philip C. 
Meyer (February, p.20) 


CAPITOL LETTER; NATIONAL BRANCH BANKING, 
Carter H. Golembe and Philip C. Meyer (March, p.22) 


CAPITOL LETTER; VARIABLE RATE SAVINGS, Carter 
H. Golembe and Philip C. Meyer (April, p.12) 


CAPITOL LETTER; NEXT IN CONSUMER CREDIT, Carter 
H. Golembe and Philip C. Meyer (May, p.8) 


CAPITOL LETTER; INTEREST ON DEMAND DEPOSITS, 
Carter H. Golembe and Philip C. Meyer (June, p.4) 


CAPITOL LETTER; THE LINE ON FINE, Carter H. 
Golembe and Philip C. Meyer (July, p.8) 

CAPITOL LETTER; CHANGES IN BANK HOLDING 
COMPANY LAWS? Carter H. Golembe and Philip C. Meyer 
(August, p.12) 


CAPITOL LETTER; DEBT COLLECTION PRACTICES, 
Carter H. Golembe and Philip C. Meyer (September, p.28) 


CAPITOL LETTER; HEARINGS ON PREMIUMS, Carter H. 
Golembe and Philip C. Meyer (October, p.25) 


CAPITOL LETTER; TOWARDS A NATIONAL BANK 
BRANCHING POLICY, Carter H. Golembe and Philip C. 
Meyer (November, p.14) 


CAPITOL LETTER; COMMERCIAL BANKING AND 
INVESTMENT BANKING, Carter H. Golembe and Philip C. 
Meyer (December, p.12) 


BICENTENNIAL CELEBRATION 


PLUGGING FOR A BIG PROMOTION; Using a supplier’s 
program for greater awareness, Stephen J. J. Kovatz 
(November, p.16) 


BILL PAYING SERVICES 


CAPITOL LETTER; INTEREST ON DEMAND DEPOSITS, 
Carter H. Golembe and Philip C. Meyer (June, p.4) 


BRANCH BANKING 


CAPITOL LETTER; NATIONAL BRANCH BANKING, 
Carter H. Golembe and Philip C. Meyer (March, p.22) 


CAPITOL LETTER; TOWARDS A NATIONAL BRANCH- 
ING POLICY, Carter H. Golembe and Philip C. Meyer 
(November, p.14) 


BRITISH BANKING 


THE DEVELOPMENT OF MONEYSHOPS IN THE UNITED 
KINGDOM; Evolution in British banking, T. J. Johnson 
(November, p.36) 


CHILDREN’S SERVICES 


1975 GOLDEN COIN BEST OF SHOW; Johnny Appleseed 
walks away with it all, (October, p.31) 
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COMMERCIAL SERVICES 


BANK MARKETING MANAGERS FACE A NEW DIMEN- 
SION; Data processing services, S. Craig Hearne (February, 
p.30) 

BANKING MEETS THE NASHVILLE SOUND; Satisfying 
special interest needs, Dr. Jerry Prock (July, p.14) 


THE COMMERCIAL BANKING SECTOR: HOW TO 
MARKET TO IT; The care and feeding of contact officers, 
Andrew McA. Hunter (December, p.4) 


COMMERCIAL MARKETING MANAGEMENT; Evolution 
from product management, Alan E. Kacica (December, p.14) 


A PRIMER ON LEASING; What it means to your holding 
company, James P. Campbell (December, p.18) 


THE GROWTH OF BANK MARKETING RESEARCH; More 
corporate research, Allan F. Munro (December, p.24) 


CAPITOL LETTER; COMMERCIAL BANKING AND 
INVESTMENT BANKING, Carter H. Golembe and Philip C. 
Meyer (December, p.12) 


BMA NEWS; INFORMATION ON COMMERCIAL 
MARKETING, (December, p.36) 


COMMUNITY BANKING 


SHOULD A $30 MILLION BANK HAVE A TOTAL 
TELLER? Donald Smith (February, p.14) 


PREMIUMS VERSUS MERCHANDISE CERTIFICATES; 
How one community banker did it, Glen A. Metelmann 
(May, p.16) 


HOW TO MEASURE YOUR C.Q.? Evaluating your com- 
munity bank, James J. Hubbard (July, p.28) 


CROSS SELLING AT A COMMUNITY BANK;; Doing it the 
right way, H. Donald DeMatteis (July, p.10) 


COMMUNITY BANKS: TEN THINGS BIG BANKS FEAR 
MOST FROM YOU; A bank marketing classic, Jack W. 
Whittle (July, p.4) 

A BANK HELPS RAISE FUNDS FOR PUBLIC BROAD- 
CASTING; Community affairs with a banker at the mike, 
Susan M. Ridgway (August, p.14) 

CROSS SELLING AT THE NEW ACCOUNT DESK; Relating 
it to profits, Arthur P. Baxter (September, p.64) 


COMMUNITY RELATIONS 


A COMMUNITY BANKER SALUTES LOCAL INDUSTRY; 
Creating individuality, Gloria Pegram (July, p.30) 


A BANK HELPS RAISE FUNDS FOR PUBLIC BROAD- 
CASTING; Community affairs with a banker at the mike, 
Susan M. Ridgway (August, p.14) 


PLUGGING FOR A BIG PROMOTION; Using a supplier’s 
program for greater awareness, Stephen J. J. Kovatz 
(November, p.16) 


CONSUMERISM 


PUBLIC AFFAIRS IN BANKING; Results of BMA’s survey, 
Paul G. Collins (November, p.24) 


CREDIT 
CAPITOL LETTER; NEXT IN CONSUMER CREDIT, Carter 
H. Golembe and Philip C. Meyer (May, p.8) 


CAPITOL LETTER; DEBT COLLECTION PRACTICES, 
Carter H. Golembe and Philip C. Meyer (September, p.28) J» 
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CROSS SELLING 


CROSS SELLING AT A COMMUNITY BANK; Doing it the 
right way, H. Donald DeMatteis (July, p.10) 


CROSS SELLING AT THE NEW ACCOUNT DESK; Relating 


it to profits, Arthur P. Baxter (September, p.64) 


CUSTOMER RELATIONS 


PERSONALIZING THE BANK; Key opportunity in bank 
marketing, Dr. Leonard L. Berry (April, p.22) 


EFTS 


MONITOR; PERSPECTIVE ON RESEARCH IN 1975, 
Daniel C. Beggs (January, p.20) 


THE AUTOMATED CLEARING HOUSE FROM A MAR- 
KETING PERSPECTIVE, Richard M. Rosenberg (February, 
p.6) 

CAPITOL LETTER; NATIONAL BRANCH BANKING, 
Carter H. Golembe and Philip C. Meyer (March, p.22) 
MONITOR; RESEARCH ON EFTS, Daniel C. Beggs (March, 
p.10) 


MONITOR; PRE-AUTHORIZED FUNDS TRANSFER, 
Daniel C. Beggs (September, p.64) 


COMPETITION FOR FINANCIAL SERVICES IN AN 
ELECTRONIC BANKING ENVIRONMENT; What’s 
happening in electronic value exchanges, D. W. Hock 
(September, p.4) 


FINANCIAL COUNSELING SERVICES 


A COMMUNITY BANK’S FINANCIAL PLANNING 
SEMINAR; Classes for customers, Sharon K. Lorenz 
(September, p.42) 


GOLD 


THE GOLD RUSH: OPPORTUNITY OR CRISIS? L. Biff 
Motley and Karen Reidenbaugh (January, p.8) 


HOLDING COMPANY MARKETING/ 
LEGISLATION 


CAPITOL LETTER; CHANGES IN BANK HOLDING 
COMPANY LAWS? Carter H. Golembe and Philip C. Meyer 
(August, p.12) 

CAPITOL LETTER; COMMERCIAL BANKING AND 
INVESTMENT BANKING, Carter H. Golembe and Philip C. 
Meyer (December, p.12) 


A PRIMER ON LEASING; What it means to your holding 
company, James P. Campbell (December, p.18) 


HOUSE PUBLICATIONS 


MANAGING THE EMPLOYEE PUBLICATION; How a bank 


publishes the company news, Frank R. Stansberry (August, 
p.26) 


INDIVIDUAL RETIREMENT ACCOUNTS 


MARKETING POTENTIALS IN IRA; Putting it together, 
Allen L. Hardester, Jr. (September, p.30) 


INDUSTRIAL DEVELOPMENT 


A COMMUNITY BANKER SALUTES LOCAL INDUSTRY; 
Creating individuality, Gloria Pegram (July, p.30) 


3A DECEMBER 1975 BANK MARKETING 


INTEREST RATES 


CAPITOL LETTER; VARIABLE RATE SAVINGS, Carter 
H. Golembe and Philip C. Meyer (April, p.12) 


INVESTOR RELATIONS 


BANK INVESTOR RELATIONS; How to plan, design and 
conduct an investor relations program, David C. Cates 
(August, p.32) 


MANAGEMENT 


EXAMINING MANAGERIAL POWER, POTENCY AND 
PRODUCTIVITY; A guide to action, Mark B. Silber, Ph.D. 
and Edward J. Lukasik, Jr. (September, p.50) 


MARKET RESEARCH 


SHARE-OF-MARKET-—A WAY TO RECHARGE YOUR 
MARKETING PROGRAM, Steuart Henderson Britt, Ph.D. 
(January, p.16) 


PRACTICES AND MISPRACTICES IN BANK MARKET 
RESEARCH; A state-of-the-art of commercial research, 
Robert L. Kramer (March, p.34) 


HOW TO USE RESEARCH TO MANAGE YOUR MOST 
IMPORTANT ASSET, Gene Pokorny and John Gorman 
(March, p.6) 


MONITOR; PRIDE VERSUS OBJECTIVITY, Daniel C. 
Beggs (June, p.52) 


MONITOR; RESEARCH INVESTMENT, Daniel C. Beggs 
(July, p.12) 
HOW TO COMPUTE YOUR BANK’S SHARE OF THE 


CONSUMER MARKET; A cooperative research project, 
Robert J. Person (September, p.36) 


THE GROWTH OF BANK MARKETING RESEARCH; More 


corporate research, Allan F. Munro (December, p.24) 


MONITOR; A MARKET RESEARCH ROUND-UP, Kelley A. 


Clowe (December, p.27) 


MARKET SHARE 


SHARE-OF-MARKET—A WAY TO RECHARGE YOUR 
MARKETING PROGRAM, Steuart Henderson Britt, Ph.D. 
(January, p.16) 


HOW TO COMPUTE YOUR BANK’S SHARE OF THE CON- 


SUMER MARKET; A cooperative research project, Robert J. 
Person (September, p.36) 


MARKETING CONCEPT 


MARKETING’S RELATIONSHIP TO BANKING, Rex O. 
Bennett (February, p.22) 


MARKETING EFFECTIVENESS 


SHARE-OF-MARKET-—A WAY TO RECHARGE YOUR 
MARKETING PROGRAM, Steuart Henderson Britt, Ph.D. 
(January, p.16) 


HOW TO PLAN AND CONDUCT A SALES PROMO- 
TIONAL PROGRAM; Conducting a sales promotion audit, 
Russell A. Sandgren and Joseph M. Murtha (November, p.28) 


MARKETING SERVICES, SYNDICATED 


PACKAGED SERVICES: ONE WAY TO GO; Buying from a 
supplier, T. Frank Wallace (July, p.32) 
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PLANNING 


BANK PLANNING IN TODAY’S ECONOMIC CLIMATE; 
Planning in stress times, Robert A. Fuller and Craig N. 
Johnson (March, p.12) 

MARKETING PLANNING: BASIS FOR SUCCESSFUL 
MARKETING; The basics of planning, James M. Shelton 
(March, p.16) 


PREMIUMS 


BANKING’S USE OF PREMIUMS AND INCENTIVES; 
Their advantages and disadvantages, J. Patrick Kelly (May, 
p.4) 

HOW TO USE A DEPOSIT PREMIUM TO MOTIVATE 


YOUR STAFF; Getting your customer contact people 
involved, Robert H. Baker, Jr. (May, p.12) 


MONITOR; MERCHANDISE PREMIUMS, Daniel C. Beggs 
(May, p.15) 


PREMIUMS VERSUS MERCHANDISE CERTIFICATES; 
How one community banker did it, Glen Metelmann (May, 
p.16) 


CAPITOL LETTER; HEARINGS ON PREMIUMS, 
Carter H. Golembe and Philip C. Meyer (September, p.25) 


PRIVACY 


THE RIGHT OF PRIVACY AND THE NEED TO KNOW; 
Data you can use, Vincent P. Barabba (March, p.24) 


PRODUCT MANAGEMENT 


MAKING BANK PRODUCT MANAGEMENT WORK; 
Marketing non-loan financial services, David L. Wilemon and 
Douglas B. Lewis (June, p.36) 


COMMERCIAL MARKETING MANAGEMENT; Evolution 
from product management, Alan E. Kacica (December, p.14) 


PUBLIC AFFAIRS 


PUBLIC AFFAIRS: PAST, PRESENT AND FUTURE; As 
seen by a charter member, Lloyd B. Dennis (August, p.6) 


MONITOR; ON PUBLIC AFFAIRS, Daniel C. Beggs (August, 
p.30) 


PUBLIC AFFAIRS IN BANKING; Results of BMA’s survey, 
Paul G. Collins (November, p.24) 


SALES INCENTIVES 


HOW TO USE A DEPOSIT PREMIUM TO MOTIVATE 
YOUR STAFF; Getting your customer contact people 
involved, Robert H. Baker, Jr. (May, p.12) 


BUILDING BUSINESS BY MOTIVATING 2000 EM- 
PLOYEES; One bank’s super success story, Philip J. Soisson 
(August, p.18) 


SALES PROMOTION 


HOW TO PLAN AND CONDUCT A SALES PROMO- 
TIONAL PROGRAM; Conducting a sales promotional audit, 
Russell A. Sandgren and Joseph M. Murtha (November, p.28) 


PLUGGING FOR A BIG PROMOTION; Using a supplier’s 
program for greater awareness, Stephen J. J. Kovatz 
(November, p.16) 


SALES TRAINING 


“I’M MORE THAN OK” “YOU’RE MORE THAN OK”— 
BEYOND TRANSACTIONAL ANALYSIS, Christopher 
Hegarty (February, p.34) 


TRAINING OFFICERS TO SELL CORPORATE 
PROSPECTS; The big idea from Manny Hanny, John P. 
Conde (November, p.10) 


SELLING YOUR BANK’S PRESIDENT ON SALES 
TRAINING; Get your program in order first, Douglas R. 
Hanks (November, p.6) 


MONITOR; HOW BANKS DIFFER IN THE CUSTOMER’S 
EYE, Daniel C. Beggs (November, p.31) 


SAVINGS 
MONITOR; PRE-AUTHORIZED FUNDS TRANSFER, 
Daniel C. Beggs (September, p.63) 


1975 GOLDEN COIN BEST OF SHOW; Johnny Appleseed 
walks away with it all, (October, p.31) 


SINGLE STATEMENT BANKING 


CASE HISTORY: MODULAR MONEY MANAGEMENT; 
The CIF and how to use it, J. Curtis Cree (July, p.18) 


TELLERS 


MONITOR; PERSPECTIVE ON RESEARCH IN 1975, 
Daniel C. Beggs (January, p.20) 


PERSONALIZING THE BANK; Key opportunity in bank 
marketing, Dr. Leonard L. Berry (April, p.22) 


TRUST LEGISLATION/ERISA 


MARKETING EMPLOYEE TRUST ACCOUNTS; ERISA, 
what you mean to me! Jack W. Cooper (April, p.28) 


PERSPECTIVES ON THE TRUST BUSINESS; ERISA et al, 
William W. Graulty (October, p.4) 


TRUST MARKETING 


MARKETING EMPLOYEE TRUST ACCOUNTS; ERISA, 
what you mean to me! Jack W. Cooper (April, p.28) 


DEFLATE THE INFLATION IN YOUR TRUST ADVER- 
TISING; Get your message right, Fitzhugh D. Staples (May, 
p.24) 


WHY DOESN’T SOMEBODY DO SOMETHING FOR 
TRUST MARKETING PEOPLE? Somebody is—the Bank 
Marketing Association, Robert F. Schlax (October, p.22) 


THE TRUST IMAGE: THINGS WE’RE NOT DOING 
RIGHT; Our lack of customer orientation, William R. Gall 
(October, p.14) 


MONITOR; THE PENSION MARKET, Daniel C. Beggs 
(October, p.13) 


TRUST ADVERTISING: GETTING IT TO DELIVER 
MORE; From an experienced copywriter, Paul J. Stelter 
(October, p.10) 


MARKETING POTENTIALS IN IRA; Putting it together, 
Allen L. Hardester, Jr. (September, p.30) 
WOMEN’S MARKET 


PROMOTING TO THE WOMEN’S MARKET; Understand 
them, sell them, Susan Horn (November, p.32) 
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